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ABSTRACT: India is considered as one of the booming economies in the world, which provides 
tremendous chances for global corporations. The global brands have gained a bee line to the 
market in India to seize a market share in the growing pie. In today‟s scenario brands are the basis 
of consumer relationship. Global brand is a product that adds other dimensions that differentiate it 
in some way from other products designed to satisfy the same need. Globalization is inevitable 
which has led the entire world to become a market, a global village. Not only has globalization 
made the world become a real single universal community containing people from various 
cultures, but also it has aided greatly in the exchange of services and goods, knowledge and 
information by reducing the international barriers, thus leading to the shrinkage of the world. This 
study examines consumer perception of global brands in India. Consumer brand perceptions have 
substantial implications inMarketing. The study explores and understands consumer perceptions 
of global brands in India by accomplishing the secondary objectives. . A global brand should 
provide relevant meaning and experience to people across multiple societies. The perception of 
quality that is associated with the global brands is difficult to unlock but it‟s easier to create a blue 
ocean of opportunities for Indian brands. 
Keywords: Branding strategies, Global Brand, International Market, Brand Reputation, Consumer Perception. 
INTRODUCTION 
Branding has been around for centuries as a means to distinguish the goods of one producer from those of 
another. In fact, the word brand is derived from the Old Norse word bandr, which means ― “to burn,” as brands 
were and still are the means by which owners of livestock mark their animals to identify them.  
Brands have become increasingly important components of culture and the economy, now being described as 
―cultural accessories and personal philosophies‖. Brand building process is a value addition technique which 
projects the image of the product, the company and the country at large A Brand is a name or trademark 
connected with a product or producer. Brands have become increasingly important components of culture and 
the economy, now being described as ―cultural accessories and personal philosophies Branding  strategy„ is 
vital to direct global marketing efforts. Brand strategy aids businesses in achieving their targeted performance. 
Brand knowledge, brand applications, rand relationships, brand preferences and brand loyalty impacts on 
building up of brand equity. In trying to create strong brand equity, company should be Interested in assessing 
the degree of customer brand dependence. The brand strength depends on the perception of customers. Satisfied 
and loyal customers indicate positive perceptions of brand. Branding is more powerful than it is normally 
perceived and those companies which realized this have capitalized by building a strong Global Brand.  
A strong brand reassures the customer; it gives confidence in terms of the quality and satisfaction that can be 
anticipated from buying it. From all of this comes the possibility of long-term profits. Many brands are 
household names today, but the concept of brand management has moved beyond the household goods 
categories. Brand is the biggest asset of any company. Google is a strong global brand with high brand value 
and established brand image. A global brand is defined as the worldwide use of a name, term, sign, symbol 
(visual and/or auditory), design, or combination thereof intended to identify goods or services of one seller and 
to differentiate them from those of competitors. Much like the experience with global products, there is no 
single answer to the question of whether or not to establish global brands. A global brand should provide 
relevant meaning and experience to people across multiple societies. A global brand is the worldwide use of a 
name, term, sign, symbol (visual and/or auditory), design, or combination thereof intended to identify goods or  
services of one seller and to differentiate them from those of competitors. Even when a company has promoted 
its global brand name worldwide, it is difficult to standardize its brand associations in all countries. All leading  
global brands have one thing in common, i.e., they share a set of ‗dimensions„ which others need to understand, 
master and mange. Physical and psychological attributes of the brand must be well defined.  
 How well does the product perform?  
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 How efficient is the integrated marketing communication strategy in creating the right brand appeal to 
the foreign consumers?  
 How competitive is its price may require some adaptation to local market conditions and culture? There 
are four functions of the mind-thinking, sensation, feeling and intuition. The psychological attributes 
deals with these four aspects in a consumer. A clear communication of the Brand meaning and value 
forms the right Brand Image in the consumer„s mind. Harley Davidson is a brand with the Image of 
ruggedness, tough and masculine personality. The trend today is toward a "borderless world. “Global 
branding strategies consist of using the same brand name or logo worldwide. Companies want to 
leverage the creation of such brand names across many markets, because the launching of new brands 
requires a considerable marketing  investment. Global branding strategies tend to be advisable if the 
target customers travel across country  borders and will be exposed to products elsewhere. Global 
branding strategies also become important if target customers are exposed to advertising worldwide. 
This is often the case for industrial marketing customers who may read industry and trade journals 
from other countries. Increasingly, global branding has become important also for consumer products 
where cross-border advertising through international TV  channels has become common. Even in some 
markets such as Eastern Europe, many consumers had become aware of brands offered in Western 
Europe before the liberalization of the economies in the early 1990s. Global branding allows a 
company to take advantage of such existing goodwill. Companies pursuing global branding strategies 
may include luxury product marketers who typically face a large fixed investment for the worldwide 
promotion of a product.  
MARKETING STRATEGIES OF GLOBAL BRANDS IN INDIAN MARKETS 
With increasing globalization and international trade, a number of international brands are entering into India 
which is one of the fastest growing and highly competitive markets in the world. Though, most of the global 
firms failed to understand the needs of Indian consumers as well as the market characteristics but there are a few 
of them who have been successful in positioning their brands into the Indian market because they attempt to 
understand well the needs of target group before introducing a brand into the market. Even some of the most 
successful brands in today„s time had committed several blunders or mistake while initially entering into Indian 
market. For instance, Kellogg„s, McDonald„s, LG, Reebok and Coca-Cola are among such global brands who 
initially introduced standard products by following standardized global strategies but later realized their 
mistakes and thus modified their product or services according to the needs of Indian consumers and became 
successful. In today„s scenario, for any Global brand to succeed in Indian markets, the companies need to shift 
their focus from forming global strategies for the overall market, to the strategies that adapt to the local market 
conditions in the India. The Global firms operating in India must try to be as local as they can be, by converting 
themselves into Global brands i.e. being global at heart. The companies can achieve these objective, either by 
using local manufacturing, producing Indianised variants of their products to take care of local consumers tastes, 
to use local celebrities as brand ambassadors, and tackle the issue of price sensitivity of the Indian consumers by 
launching value for money products which are affordable for the masses and forming long term relationships 
with intermediaries in the market and instill in them a sense of confidence that they are your brand„s partners in 
your journey towards success and they too will benefit if you as a company will succeed and if your brands 
succeed in Indian market. It was beautifully illustrated in an article titled ―Made In India, Only For India‖ 
recently published in ‗The Strategist„ stated that ―Now for most of the successful MNCs operating in India, 
exclusively for India has become an integral part of their overall product development strategy. Through this 
paper, it is attempted to highlight that MNCs must introduce the products or services matching to the needs of 
Indian markets in order to be successful. For instance, Honda Motorcycles recently launched bike ―Dream 
Yuga to tap the entry level segment to take on its competitor and erstwhile joint venture partner ‗Hero Moto  
Corps„ that holds leading market share in this segment. Similarly, GE Healthcare launched an  
Electrocardiogram (ECG) machine especially to be used by rural markets where the clinics do not have much 
space to operate those complex ECG machines which also runs on battery to overcome the electricity problem 
caused by the frequent power-cuts in Indian rural markets. Even Korean automobile company launched Hyundai 
Eon in the Indian market after conducting a research which revealed to them a slight change in preferences of 
Indian consumers i.e. they now valued mileage, then styling, space, interiors and then finally pricing while 
purchasing a care, while it earlier used to be mileage, price, styling and interior space, and it was based on this 
research only that Hyundai Eon was launched in the Indian markets. So this new mantra of being global but 
acting locally is being adopted by most of the MNCs to succeed in the Indian market. The MNCs, and 
theirbrands that are successful in Indian markets are switching to this strategy of presenting themselves as a 
local company so that people can identify themselves with these firms as their own and this is the reason that 
why most of the global firms are now focusing on local promotions, local products, pricing strategies as per 
local requirements and local distribution for Indian markets instead of using their global marketing 
communications mix to attract the Indian consumers to their brands. The growth for these brands in Indian 
“Consumer‟s Preceptions towards Global Brands”- A Case Study Of Delhi NCR 
 
Asian Journal of Multidisciplinary Studies, 2(4) April, 2014 49 
markets has been increasing throughout depending on how they are tapping the markets by offering more and 
more regional flavors and tastes which are pushing these brands forward. 
IMPORTANCE OF GLOBAL BRANDS 
In today‟s world consumers don‟t just want products and brands but demand global brands. 
Branding has taken on a greater significance in the past decade as companies begin to see their brands as assets - 
as valuable and as tangible as their factories and patents. So brands have become more than marketing slogans 
and icons today: they are now closely monitored by the CEO and CFO, and assessed by industry analysts and 
pundits. Yet many business-to-business marketers and service providers do not practice, or even appreciate, the 
value of branding in their businesses. The truth is every business, even a commodity supplier, is building a 
brand through their actions and their presence even if that brand is not being intentionally created and nurtured. 
They acquire a “position” in the minds of customers and prospects, a position or identity based on exposure and 
experience with the provider in the context of a competitive marketplace. 
Global brands benefit if consumers see them as part of their local communities with local accountability. 
Consumers respond very positively to outreach initiatives into the local community. They are more likely to 
favor companies with such programmes than they are to reject companies who transgress on higher threshold 
issues. However, these activities need to be relevant though and, if possible, reinforce the basic brand 
positioning. Both Nike and McDonald‟s are examples of Master brands with good local outreach programs (e.g. 
McDonalds, while controversial in Turkey, was praised for its local response to the 2000 earthquake). 
RESEARCH OBJECTIVES 
The following are the research objectives of my study- 
 To Study and Understand As To What Are Global Brands 
 To Study the Consumer‟s Perception about the Global Brands 
RESEARCH METHODOLOGY 
Looking into requirements of the objectives of the study the research design employed for the study is of 
descriptive as well as empirical type. Keeping in view of the set objective, the research design was adopted to 
have greater accuracy and in depth analysis of the research problem. The secondary data was extensively used 
for the study and a survey on 100 sample size is conducted to know how people precept towards global brands. 
LITERATURE REVIEW 
SMRITI BAJAJ (2007) it was found that the quality of global brands was perceived to be generally higher and 
superior to local brands. Most consumers also associated greater accessibility of foreign brands in the Indian 
market with better quality at lower prices. Indian consumers were not prejudiced against foreign brand names. 
In fact, they evaluated them higher on technology, quality, status and esteem than Indian brands and attributed 
higher credibility to those countries of origin.  
ARPITA MUKHARJEE (2012) the study found that brand purchase in India varies across product categories. 
At present, consumer knowledge and use of foreign brands is low, and Indian consumers are price-sensitive. 
Indian consumers are experimenting with brands and would like more foreign brands to enter the Indian market. 
TANEJA,(2012) With increasing globalization and international trade, a number of international brands are 
entering into India which is one of the fastest growing and highly competitive markets in the world. Though, 
most of the global firms failed to understand the needs of Indian consumers as well as the market characteristics 
but there are a few of them who have been successful in positioning their brands into the Indian market because 
they attempt to understand well the needs of target group before introducing a brand into the market. Even some 
of the most successful brands in today‟s time had committed several blunders or mistake while initially entering 
into Indian market. For instance, Kellogg‟s, McDonald‟s, LG, Reebok and Coca-Cola are among such global 
brands who initially introduced standard products by following standardized global strategies but later realized 
their mistakes and thus modified their product or services according to the needs of Indian consumers and 
became successful. This research is an attempt to investigate why some international brands, that are successful 
globally, fail to attract significant market share in India.  
SANDEEP SAXSENA (2012)India is a developing country. In today‟s scenario brands are the basis of 
consumer relationship. Global brand is a product that adds other dimensions that differentiate it in some way 
from other products designed to satisfy the same need. Global Marketing needs clear vision regarding the 4P‟s 
of marketing mix in the context of International market. Brand is the biggest asset of any company. A global 
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brand should provide relevant meaning and experience to people across multiple societies. The perception of 
quality that is associated  
with the global brands is difficult to unlock but it‟s easier to create a blue ocean of opportunities for Indian 
brands. Branding strategy must be devised, after considering the brands own capabilities and competencies, 
strategies of competing brands, and the outlook of consumers, which are largely formed by experiences in their 
respective societies. The marketing policy has huge influence, when there is right translation of brand into the 
marketing mix. The main focus of this paper is on Global Branding and challenges in it. It also looks into six 
challenges (6E‟s) and strategies of branding in Global Market. 
NEHA PATEL (2012)The last twenty years has seen a plethora of global brands making a foray into India. 
India‟s burgeoning population has caught the eye of all global brands. India‟s urban class has witnessed the 
biggest revolution. With the presence of global brands, the urban Indian has for the first time got choices. 
Electronic media and technology has exposed the consumer to the western lifestyle. The global advertisements 
have made the consumer indulgent. The easy accessibility of brands, the affordability and promotions has 
brought about change in the purchasing and consuming patterns of the urban India. The traditional old Indian 
has undergone a metamorphosis. From being a simple, tight fisted, family oriented, society fearing, risk adverse 
person, he is showing new colours of indulgence, materialism, individualism and confidences.  It is important to 
understand the changes that have resulted because of the presence of these brands on the urban consumer‟s 
culture. Has exposure to global brands changes some rituals, beliefs, customs, traditions, food habits? 
DATA ANALYSIS AND INTERPERTATION  
1. What is your family's monthly income? (In Rupees)  
1 15,000 or less  15% 
2 15,000-30,000  20% 
3 30000-45,000  35% 
4 45000-60,000  20% 
5 60,000 or above 10% 
 
As mentioned above, sample size for this paper is 100 and above table shows that the middle income groups are 
higher in number or the percentage of 30000 to 45000 Rupees per month income group is 35% and the 15000 to 
30000 Rupees and 45000 to 60000 rupees income group are 20%. It shows that the maximum number of the 
consumers is in the middle income group. 
 
2. What is the amount of money you spent on buying imported goods last month? 
1 Did not buy last month   20% 
2 1000 or less  5% 
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3 1001-2000  10% 
4 2001-3000  15% 
5 3001 –4000  15% 
6 4001 or above  35% 
   
 
When asked about the previous month purchasing, it is found that maximum 35% of respondents have spent 
more than 4000 Rs. on branded products and 20% respondents told that they did not purchased any product in 
previous month. Only 5% people have spent 1000 or less in such purchasing. It shows economic disparity 
among common people.  
3. Do you buy locally made goods also? 
 
 
 
 
The above diagram shows that people are more or less inclined to local products as well because 60% of 
respondents have shown their interest in locally made products and 40 % were having inclination towards global 
brands. 
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4. The price range (in Rupees) you opt for while buying imported product is: 
1 1000 or less  15% 
 
2 1001-2000  20% 
 
3 2001-3000 25% 
 
4 3000 or more  25% 
 
5 Varies 15% 
 
 
When asked about influence of the price range of product while purchasing, maximum of the respondent have 
said that they are comfortable with medium to high price range. 15% prefer less than 1000 Rs. products and 
another 15% of the respondents are saying that the price range varies with the need of product.   
5. How often do you purchase imported branded goods in a Year?  
1 Once a year  15% 
2 2 to 3 times a year  25% 
3 4 to 6 times a year  30% 
4 7 or more times a year  30% 
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While talking about their frequency of purchasing of global brands, 60% of the respondents admitted that they 
purchase 4 to 7 or more times in a year, 15% are able to purchase only once. Remaining are having capacity of 
purchasing twice or thrice in a year. 
6. Do you intend to buy imported branded goods within the next three months? 
1 Definitely will not buy  5% 
2 Probably will not buy  10% 
3 Undecided  20% 
4 Probably will buy  40% 
5 Definitely will buy  25% 
   
 
In response to the question about their future purchasing plan for next three months maximum of the 
respondents have responded positively that they probably or definitely will buy any global brands. The people 
who are able to purchase once or twice in a year have told they are uncertain or not going to purchase any 
product in near future because they had already spent the amount to purchase the brand or are just planning to 
purchase or still undecided to do so. 
7. Please rank in order of preference the following criteria important for your buying decision for imported 
goods. 
Rank 5= MAXIMUM importance Rank 1= MINIMUM importance.       
 
Criteria Point 
1 Price 3 
2 Brand 4.5 
3 Quality 4 
4 Style 4.5 
5 Place of shopping  2 
 
0
5
10
15
20
25
30
35
40
RESPONSE IN %
Definitely will not buy
Probably will not buy
Undecided
Probably will buy
Definitely will buy
“Consumer‟s Preceptions towards Global Brands”- A Case Study Of Delhi NCR 
 
Asian Journal of Multidisciplinary Studies, 2(4) April, 2014 54 
 
As the above diagram shows that the people are obsessed of brands and style. They do not care of place of 
shopping whether it is at any mall, any edifice or in local market. Quality is also taken care of. Some of the 
respondents responded over the price as well and told that they do quest and bargain in the market for the best 
price to purchase any global brand.  
 
8. Do you prefer imported Brands? 
1 Yes 80% 
2 No 20% 
 
 
Preference is mostly given to the global brands that are prevailing the market. 
9. Please rate the imported goods on the following parameters       
  
Very Good Neutral Very Poor 
1 Price 25% 40% 35% 
2 Brand 55% 25% 20% 
3 Quality 65% 5% 30% 
4 Style 75% 5% 25% 
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Most of the respondents told that the global brands are very good in term of quality and style but they also 
mentioned that the prices are high. 
10. If you are given a discount of 50% on local brand, will you switch to local brand? 
1 Yes 55% 
2 No 45% 
 
Response on the discount over the local brands was almost equal. Just more than 50% of respondents are in 
favor of switching to local brands if discount is given and just less than 50% have said that they will not. 
11. How did you come to know of your favorite brand of imported goods?   
1 Newspapers 10% 
 2 Magazines  20% 
 3 TV advertisements  35% 
 4 Sales Discounts  10% 
 5 Peers  5% 
 6 Display on the shop  5% 
 7 Any other 15% 
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People are mostly influenced by the TV advertisements, followed by magazine, and newspapers having such 
advertisements. Some of the respondents have told that they always wait for discounts and festive seasons.  
CONCLUSION  
During the sampling and talking to the people it is found that lower income group people are more willing to use 
the global brands as other do but the less income comes in the way as obstacle, by somehow they manage to 
purchase the global brands once, twice or thrice once in a year. The people of middle income group are mostly 
obsessed of brands and they spend most of their earning on purchasing global brands they wait for festive 
seasons and seasonal discounts. If the local brands are best in quality and cheap in price the preference is given 
to the local brands as well. 
 Here one more fact have revealed that the income of the people is most influencing factor of 
purchasing of the brands each and every person in the present sample was will or can say highly willing to 
purchase the global brands, that is equality, equality of dreams but the capacity of purchasing power make huge 
difference.In the present global era aware about the global brands their quality and prices as well but it is reach 
of common low income group people. 
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